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unsatisfactory	do	have	means	that	indicate	the	services	are	important	and	that	customers	are	likely	to	churn	(Table	1).				Table	1	–	Means	and	Standard	Deviations	of	Importance	of	Services	and	Likelihood	to	Churn	If	Unsatisfactory		Service	 	Importance	 	Likelihood	to	churn		 	Mean	 	SD	 	Mean	 	SD		 	 	 	 	Plan’s	data	limit	 5.41	 1.76	 4.98	 1.92	Data	speed	 5.60	 1.56	 4.98	 2.03	Access	SNSs	anytime	 5.44	 1.69	 4.63	 2.00	Access	SNSs	anywhere	 5.60	 1.67	 4.34	 2.08	Post	content	(data	limit)	 5.52	 1.70	 4.55	 2.02	Post	content	(data	speed)	 5.26	 1.92	 4.56	 2.10	Stream	videos	(data	limit)	 5.23	 1.78	 4.60	 2.08	Stream	videos	(data	speed)	 5.70	 1.56	 4.63	 2.05	Communicate	with	friends	(data	limit)	 5.68	 1.64	 4.70	 2.00	Communicate	with	friends	(date	speed)	 5.32	 1.67	 4.62	 2.02				
HYPOTHESIS	2A.					Many	researchers	have	found	that	the	use	of	SNSs	can	often	lead	to	social	capital	benefits.	However,	the	specific	benefits	that	are	received	are	highly	debated.	This	hypothesis	predicted	how	the	frequency	of	SNS	usage	impacts	cognitive	capital	to	verify	if	the	social	capital	benefits	received	by	SNS	usage	were	more	informational	in	nature.	Respondents	(n	=	81)	were	asked,	“Yesterday,	on	your	mobile	phone,	how	often	did	you	use	social	networking	sites	to…”	They	were	then	provided	a	list	of	actions	and	rated	those	actions	on	a	7-point	Likert	scale	ranging	from	“not	at	all”	to	“constantly.”	The	
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actions	included:	to…	get	information,	learn	how	to	do	things,	provide	others	with	
information,	contribute	to	a	pool	of	information,	generate	ideas,	negotiate	or	bargain,	get	
someone	to	do	something	for	me,	solve	problems,	and	make	decisions.	The	question’s	purpose	was	to	identify	specific	social	capital	measures	and	the	frequency	of	their	use	on	SNSs.	The	mean	of	these	items	was	computed	and	used	to	test	the	hypothesis	(M	=	2.99,	SD	=	1.59).	After	running	a	bivariate	analysis,	it	was	concluded	that	the	hypothesis	is	supported,					β	=	.46,	p<	.0001.	This	indicates	that	higher	frequencies	in	a	consumer's	use	of	SNSs	predict	higher	levels	of	cognitive	capital.		
HYPOTHESIS	2B.					This	hypothesis	predicted	the	frequency	of	SNS	usage	impacts	relational	capital	to	better	understand	if	the	social	capital	benefits	received	by	SNS	usage	were	more	relation	based.		Respondents	(n	=	81)	were	asked	the	same	question,	“Yesterday,	on	your	mobile	phone,	how	often	did	you	use	social	networking	sites	to…”	They	were	then	provided	a	different	list	of	actions	and	rated	those	actions	on	a	7-point	Likert	scale	ranging	from	“not	at	all”	to	“constantly.”	The	actions	included:	to…	learn	about	myself	and	others,	gain	insight	into	
myself,	have	something	to	do	with	others,	stay	in	touch,	impress,	feel	important,	be	
entertained,	play,	relax,	and	pass	time	away	when	bored.	The	mean	of	these	items	was	computed	and	used	to	test	the	hypothesis	(M	=	3.63,	SD	=	1.41).	After	running	a	bivariate	analysis,	it	was	concluded	that	the	hypothesis	is	supported,					β	=	.54,	p<	.0001.	This	indicates	that	higher	frequencies	of	a	consumer's	SNS	use	result	in	higher	levels	of	relational	capital.	The	higher	coefficient	(.54	vs.	.46)	also	suggests	
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that	consumers	who	frequently	use	SNSs	gain	in	relational	capital	more	so	than	cognitive	capital,	thus	making	social	networking	slightly	more	relation	based	than	informational	in	nature.		
HYPOTHESIS	2C.					As	mentioned	in	this	study’s	literature	review,	an	additional	desire	in	the	use	of	SNSs	is	the	need	to	feel	a	part	of	a	group.	The	previous	hypotheses	have	determined	that	both	cognitive	capital	and	relational	capital	are	increased	based	on	the	use	of	SNSs.	However,	this	hypothesis	predicted	cognitive	capital,	specifically,	is	increased	among	consumers	who	have	a	sense	of	belonging.							Responses	from	Hypothesis	2A	were	used	in	a	linear	regression	analysis	along	with	respondents’	(n	=	71)	answers	to	the	question,	“thinking	of	your	primary	social	circle	on	social	networking	sites,	please	express	your	level	of	agreement	with	the	following	statements.”	They	were	then	provided	a	different	list	of	statements	and	rated	those	on	a	7-point	Likert	scale	ranging	from	“strongly	disagree”	to	“strongly	agree.”	The	statements	included:	I	am	glad	to	be	a	member	of	my	social	circle,	I	feel	good	about	the	
social	circle	I	belong	to,	others	respect	my	social	circle,	others	consider	my	social	circle	
good,	I	participate	in	activities	with	my	social	circle,	I	often	feel	I	am	a	useless	member	of	
my	social	circle,	I	often	regret	that	I	am	a	member	of	my	social	circle,	I	often	feel	my	social	
circle	is	not	worthwhile,	and	I	feel	I	don’t	have	much	to	offer	my	social	circle.		The	mean	of	these	items	was	computed	and	used	to	test	the	hypothesis	(M	=	5.45,	SD	=	1.12).	A	linear	regression	comprising	SNS	use,	social	group	intention,	and	their	interaction	term	as	predictors	of	cognitive	capital	was	conducted.	It	indicated	that	the	use	of	SNSs	is	a	significant	positive	predictor,	β	=	.41,	p	=	.0002.	It	also	indicated	that	
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social	group	intention	was	not	a	significant	predictor,	(p=	.31).	However,	the	interaction	term	was	marginally	significant,	β	=	-.21,	p	=	.06.	A	probe	of	the	interaction	revealed	that	among	users	with	lower	levels	of	social	group	intention,	the	frequency	in	use	of	SNSs	predicts	cognitive	capital.		
HYPOTHESIS	2D.					In	this	analysis,	responses	from	Hypothesis	2B	and	the	same	question	in	Hypothesis	2C	were	used.	A	linear	regression	comprising	SNS	use,	social	group	intention,	and	their	interaction	term	as	predictors	of	relational	capital	was	conducted.	It	indicated	that	the	use	of	SNSs	is	a	significant	positive	predictor,																				β	=	.52,	p<	.0001.	It	also	indicated	that	social	group	intention	was	not	a	significant	predictor,	(p	=	.08).	Further,	their	interaction	was	also	not	significant	(p	=	.19).					This	analysis	suggests	that	while	users	of	SNSs	receive	an	increase	in	relational	capital,	their	desire	for	social	group	intention	is	not	related	to	their	relational	capital.	In	addition,	there	is	no	indication	that	users	who	frequently	use	SNSs	for	the	purpose	of	social	group	intention	gain	in	relational	capital.	What	this	could	mean	is	that	for	SNS	users,	frequent	use	of	the	site	is	for	the	purpose	of	their	own	relational	capital	growth,	such	as	gaining	attention	and	popularity,	and	not	to	belong	or	blend	into	a	group	in	order	to	gain	relational	capital.		
HYPOTHESIS	3.					It	is	no	surprise	that	consumers	spend	a	large	amount	of	time	on	SNSs.	It’s	also	not	a	surprise	that	there	is	a	heightened	sense	of	narcissism	in	our	youth.	Therefore,	this	hypothesis	predicted	higher	levels	of	subclinical	narcissism	are	associated	with	higher	levels	of	social	network	usage.		
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				Respondents	(n	=	64)	were	asked,	“how	do	you	agree	with	the	following	statements?”	They	were	then	provided	a	list	of	statements	and	rated	those	statements	on	a	7-point	Likert	scale	ranging	from	“strongly	disagree”	to	“strongly	agree.”	The	list	included	20	narcissistic	statements	and	20	non-narcissistic	statements	and	originated	from	the	Narcissistic	Personality	Inventory	(NPI),	a	test	used	to	measure	narcissism	as	a	personality	trait	in	social	psychological	research	(Bergman	et	al.,	2011).	Some	of	these	statements	included:	I	am	a	born	leader,	I	wish	I	were	more	assertive,	I	prefer	to	blend	in	
with	the	crowd,	and	I	like	to	be	the	center	of	attention.						After	running	a	bivariate	analysis	of	subclinical	narcissism	and	SNS	use,	it	was	concluded	that	the	relationship	was	not	significant,	β	=	.20,	p	=	.12,	and,	therefore,	the	hypothesis	was	not	supported.	However,	by	running	two	additional	bivariate	analyses,	it	was	found	that	there	is	a	significant	relationship	between	narcissism	and	using	SNSs	for	relational	capital,	β	=	.34,	p	=	.0057,	and	that	there	is	a	significant	relationship	between	narcissism	and	using	SNSs	for	cognitive	capital,	β	=	.39,	p	=	.0014.	It	is	likely	that	the	reason	why	the	hypothesis	was	not	supported,	and	the	following	two	bivariate	analyses	were,	is	because	the	hypothesis	looked	at	general	use	of	SNSs	while	the	other	two	tests	looked	at	specific	actions.	In	other	words,	respondents’	general	use	of	all	SNSs	did	not	have	a	significant	relationship	with	their	level	of	subclinical	narcissism.	However,	respondents’	specific	SNS	use	for	purposes	of	cognitive	and	relational	capital	did	have	a	significant	relationship	with	their	level	of	subclinical	narcissism.	Had	the	original	hypothesis	predicted	the	relationship	between	subclinical	narcissism	and	specific	social	capital	related	uses,	the	hypothesis	likely	would	have	been	supported.	
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DISCUSSION	It	is	not	a	foreign	concept	to	marketers	that	a	consumer's	satisfaction	is	key	to	maintaining	a	relationship.	However,	marketers	must	not	get	too	comfortable	in	assuming	they	know	exactly	why	a	consumer's	satisfaction	level	is	high	or	low	without	conducting	the	proper	research.	In	this	study,	it	was	indicated	that,	individually,	the	importance	of	some	services	in	relation	to	the	likelihood	of	churning,	if	those	services	were	unsatisfactory,	was	not	significant.	Because	each	service	had	a	mean	indicating	an	elevated	level	of	importance,	a	possible	takeaway	from	the	results	is	that	the	importance	of	each	service	outweighed	the	decision	to	churn	even	if	the	service	was	unsatisfactory.		To	better	understand	their	consumer	base,	marketers	should	identify	services	that	are	important	enough	to	consumers	that	they	would	churn	if	unsatisfied.	Knowing	this,	marketers	would	be	able	to	refocus	efforts	and	resources	to	better	those	services	to	maximize	relationships	and	brand	loyalty,	while	at	the	same	time	minimizing	the	churn	rate.	Looking	specifically	at	the	telecommunications	industry,	data	speed	and	data	limits	are	the	top	two	services	providers	are	competing	on.	However,	because	providers	continue	to	compete	over	the	same	service	offerings,	there	is	a	lack	of	differentiation	in	the	industry.	This	is	an	instance	in	which	it	would	be	imperative	for	providers	to	reassess	what	drives	their	user	satisfaction	and	how	they	could	leverage	that
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information	to	differentiate	themselves	from	competitors.	Especially	when	multiple	carriers	are	moving	toward	the	removal	of	contracts,	churn	rates	could	easily	skyrocket	if	consumers	are	not	taken	care	of.		This	study	also	looked	to	identify	how	consumers	used	SNSs	and	why.	It	was	able	to	build	upon	prior	research	and	further	confirm	that	the	frequency	in	use	of	social	networks	does	yield	to	higher	levels	of	both	cognitive	and	relational	capital.	It	also	confirmed	that	relational	capital	does,	in	fact,	have	a	slightly	higher	importance	in	this	measure.		What	does	this	mean	for	marketers?	First	and	foremost,	it	highlights	the	importance	of	focusing	on	why	consumers	use	SNSs	on	their	smartphones	instead	of	how.	This	is	important	for	the	telecommunications	industry	because	far	too	often,	companies	are	more	focused	on	promoting	services	such	as	data	speed	and	data	limits	than	they	are	providing	a	better	relationship	with	their	customers.	When	accessing	SNSs,	data	speed	and	data	limits	definitely	play	a	large	role	in	user	satisfaction,	but	they	are	not	great	differentiators	or	reasons	for	a	consumer	to	decide	to	stay	with	the	company	if	the	exact	same	services	can	be	found	elsewhere.	Instead,	providers	should	focus	more	on	services	that	promote	the	facilitation	of	cognitive	and	relational	capital.	The	easiest	way	to	do	this	would	be	to	personalize	the	interactions	with	consumers	through	the	provider's	SNS	accounts.	This	could	be	done	by	creating	chat	forums	on	Facebook	or	a	specific	hashtag	on	Twitter	where	consumers	know	they	can	go	to	find	others	to	interact	with	over	matters	important	to	them.	Another	way	to	facilitate	cognitive	and	relational	capital	for	consumers	would	be	to	incorporate	and	advertise	plans	that	cater	to	consumers	who	use	large	amounts	of	data	and	need	a	lot	of	speed	to	
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use	SNSs	on	their	smartphones.	Even	though	the	actual	services	are	the	same	ones	being	promoted	by	other	providers,	the	advertising	used	to	promote	the	services	could	specifically	target	SNS	users	in	a	way	that	shows	the	company	is	the	best	way	for	them	to	have	access	to	SNSs	and	thus	build	upon	their	cognitive	and	relational	capital.	Highlight	how	the	company	is	the	only	one	who	understands	the	importance	of	SNS	use	and	because	of	that,	a	plan	with	a	larger	data	limit	and	faster	speeds	is	available	for	those	who	need	it.	In	doing	so,	it	takes	away	the	focus	from	the	mundane	conversation	about	the	company	and	the	same	services	every	other	provider	offers	and	puts	the	focus	on	the	consumers	and	highlights	how	the	company	is	working	for	them	by	offering	a	more	personalized	service.	Because	the	remaining	hypotheses	were	not	found	to	be	significant,	further	research	and	analysis	into	the	more	psychological	aspects	of	the	study	(group	intention	and	subclinical	narcissism)	could	provide	marketers	with	a	better	understanding	of	how	to	talk	and	interact	with	their	consumers.	If	a	consumer	has	a	desire	to	be	a	part	of	a	group,	a	better	way	to	target	them	might	be	to	offer	plans	that	are	group	based	or	advertise	in	a	way	that	makes	them	feel	as	though	they	are	part	of	the	bigger	picture	by	being	a	customer.	Likewise,	if	a	consumer	has	a	higher	level	of	subclinical	narcissism,	the	best	way	to	offer	plans	or	advertise	could	be	to	focus	on	the	exclusivity	or	superiority	of	the	brand	and	how	becoming	associated	with	the	brand	makes	them	better	off	than	their	peers	who	are	with	other	providers.		 The	bottom	line	is	that	unless	proper	research	is	conducted	to	better	understand	user	satisfaction	and	the	reasons	why	consumers	prefer	certain	services	over	others,	marketers	will	continue	to	find	themselves	in	a	constant	battle	for	the	same	market
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share	they’ve	been	fighting	with	other	providers	over	for	years.	Knowing	that	SNS	use	is	one	of	the	top	uses	of	smartphones	today,	marketers	would	do	well	to	understand	the	reasoning	behind	that	and	how	they	can	leverage	that	knowledge	to	offer	services	that	are	more	personalized	for	their	consumers	in	order	to	increase	user	satisfaction	and	minimize	churn.			 		
Limitations.					There	were	a	few	limitations	to	this	study.	The	first	limitation	was	the	initial	panel	that	was	contacted	to	participate	in	the	study.	The	panel	itself	was	not	large	enough	to	yield	a	large	sample.	Second,	the	timing	of	the	survey	deployment	was	not	ideal.	Due	to	scheduling	conflicts,	the	survey	was	launched	the	first	week	students	arrived	back	to	campus	from	spring	break.	As	classes	were	starting	back	up,	it	was	likely	not	the	best	time	to	request	that	students	participate	in	a	study.	Finally,	as	respondents	took	the	survey,	the	number	of	respondents	continued	to	diminish.	What	was	initially	a	sample	of	121	students	at	the	beginning	of	the	survey,	ended	up	being	a	sample	of	64	by	the	end.	This	limitation	could	have	had	a	limiting	factor	on	the	final	three	hypotheses	since	the	questions	used	to	in	the	analysis	of	those	hypotheses	were	toward	the	end	of	the	survey	and	had	fewer	respondents	than	the	others.		
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CONCLUSION		 While	the	term	social	capital	may	seem	foreign	at	first,	it’s	a	concept	that	marketers	and	scholars	should	be	aware	of.	The	structural,	relational	and	cognitive	components	of	social	capital	are	the	keys	to	success	that	any	company	should	leverage.	By	first	understanding	consumers’	user	satisfaction	and	their	reasons	for	using	SNSs,	companies	can	then	begin	to	leverage	the	“how”	and	“why”	of	their	SNS	use	and	to	target	them	in	more	efficient	and	relatable	ways.	By	providing	or	increasing	consumers’	social	capital	through	cognitive	and	relational	means,	telecommunications	companies	will	find	that	their	relationships	with	their	consumers	will	be	maximized	and	that	in	turn	will	minimize	churn.		
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